The first subject of research in this article is the review and comparison of various theoretical approaches to marketing applied in institutions of higher education. The authors have observed the marketing as an active process by which institutions of higher education attract their users' attention to the educational services they offer. The research has sought for an answer to the question which marketing mix instrument has the greatest impact on the student decision to enroll at a particular faculty at the University of Novi
Introduction
Modern-day higher education institutions are facing new challenges. They are all required to adopt the Bologna system of studies, which represents a fundamental change in comparison to the traditional system of studies, and furthermore, changes the relations between the students and the teaching staff. In addition to that, the emerging of private faculties and the introduction of accreditation system in order to establish a system of quality has caused the need for marketing activities among faculties and universities. Marketing in higher education institutions should be viewed as an active process, through which these institutions respond to the needs of the present environment, or use various channels in order to attract their users' attention to the educational service they offer, the way this service is distributed, as well as the price of the service. In such pursuit, higher education institutions should utilize marketing mix instruments, and the faculty management is expected to promote this approach to operation.
The main research point of this study is to find out factors that determine students' choice of a faculty within a given university that will determine which specific marketing mix instruments to apply. A particular faculty may have suitable resources but it has to meet one's personal and professional needs as well. A student will choose a faculty with an appropriate program in accordance with his studying orientation. The proposition of this paper is that the marketing mix instruments applied at a faculty should be optimized in a way that they will attract more students to study there.
The marketing mix is one of the major concepts (or constants) in marketing, and there is practically a universal agreement in the scientific literature that the most important marketing mix instruments (Rodić & Lukić, 2012;  1 Vasiljev, 2005 2 )are: product, price, place (sales and distribution) and promotion. The marketing mix is often referred to as the "4P" strategy in English literature, and this abbreviation originates from the initial letters of the English words for the mentioned four instruments (Product, Price, Place and Promotion). Each of the marketing mix instruments represents a variable that is manipulated with, in order to attain the set objectives. Practice has shown that a combination of instruments gives better results than relying on a single instrument, especially within a long-term strategy (Vasiljev, 2005 3 ). When it comes to application of the marketing mix for services, the experience has shown that this concept requires reconsideration, namely, extending the classic marketing mix. Booms and Bittner (1981) have presented a modified and extended marketing mix for services, comprising seven elements: service product, price, place/distribution, promotion, people, physical 1 Rodić, V., &Lukić, N. (2012) .Specific features of the application of the marketing mix concept in institutions of higher education. Norma, 17(2) , 257-268. Ibid evidence and service process. Higher education institutions possess intrinsic features, necessitating revision of the traditional marketing mix concept so it can be efficiently applied to these institutions. A number of authors (Enache, 2011; 4 Ivy, 2008 ; 5 Maringe, 2006 6 ) have tried to determine a specific combination of marketing mix instruments which would be appropriate for these institutions.
Application of marketing in higher education
The issue of applying marketing in higher education institutions has primarily been a subject of theoretical studies in our country, in contrast to the rest of the world, where empirical researches on this topic are not that rare. One of the subjects of this research is the review and comparison of various theoretical approaches to this interesting issue. The literature on this subject is diverse, in terms of the authors' expertise and focus. Besides theoretical reviews, there are a few research papers on the application of marketing mix in institutions of higher education. Most of the authors have examined the obtained data using factor analysis, thus determining the factors with a major influence on students' choice of faculty.
Previous studies focusing on the field of marketing in higher education institutions have been conducted by several authors worldwide (Beneke & Human, 2010;  12 Kusumawati & Perera, 2010; 13 Lay & Maguire, 1981; 14 Maringe, 2006;  15 Nicholls & Harris, 1995; 16 Price, Matzdorf, Smith, & Agahi, 2003; 17 Rafiq & Ahmed, 1995;  18 Rodić, Kiš, & Čileg, 2012; 19 Vrontis, Thrassou, & Melanthiou, 2007 20 ). As early as 1981, Lay and Maguire used factor analysis to reveal seven elements which influence the choice of a faculty. They named those seven factors: financial aid, parent's preference, specific academic programs, size of the school, location of the campus, athletic facilities, and social activities. Kallio (1995) has isolated four factors by using factor analysis, based on 31 variables associated with the student's choice of a faculty. Those factors were: academic, work, spouse and social. The first factor encompassed most variables, and some of them are related to institution's reputation and location, as well as the quality of library facilities and teaching. These variables also appear in some other studies. Price and his associates have based their research on the importance of faculty's resources, location and service ambiance. Some of the variables which proved to be very important were: desired study program, availability of computers, quality of library facilities, good professors' reputation, availability of group work areas and availability of 'quiet' areas. Maringe 21 (2006) conducted a research in which the students were asked to rank 30 variables by the significance of their impact on student's faculty choice decisions. These variables were combined into seven categories, and subsequently, the significance of each category was determined according to the mean value and standard deviation. The categories were named: program, price, promotion, people, prospects, prominence, and place. According to the results of this research, the most important marketing mix instruments for institu- Kusumawati, A., &Perera, N. (2010) .Exploring student choice criteria for selecting an Indonesian public university: A preliminary finding.ANZMAC 2010 Doctoral Colloquium, 1-27. 14 Lay, R., & Maguire, J. (1981) . Coordinating market and evaluation research on the admissions rating process. Research in Higher Education, 14(1) ISSN: 1840 ISSN: -1503 , 1655-1662. 20 Vrontis, D., Thrassou, A., &Melanthiou, Y. (2007) .A contemporary higher education student-choice model for developed countries.Journal of Business Research, 60(9) , 979-989. 21 . University and course choice: Implications for positioning, recruitment and marketing. International Journal of Educational Management, 20(6) , 466-479. tions of higher education were: program, price, and place, respectively. Ivy 22 (2008) has conducted a research similar to Maringe 23 (2006) , with the exception of using 25 variables related to different marketing tools used by higher education institutions. These variables were merged into seven factors by using factor analysis and afterwards ranked by significance. The names of these variables are: program, price, promotion, people, prospects, prominence, and premium. The results of this research indicate that the most important factors are program, prominence, and price, respectively. In order to discover the factors affecting the decision of the students, a research (Rodić et al., 2012 24 ) was conducted on a sample of high school graduates, examining 36 variables related to different marketing tools. These variables were grouped into seven elements named: faculty offer, service environment and image, social networking, family influence and the media, promotion, price and influence of friends. The first three factors were found as most important. The reviewed literature places the program, the price, and the prominence as the most important issues in the determination of the faculty choice. This paper seeks for an explanation if these factors are present and in which order in Vojvodina, where general economic and social conditions in the country, which is still being under the process of transition, differ from more developed countries.
Research methodology
The subject of this research is to determine the factors that influence students' decisions related to faculty choice. The fundamental goal and purpose of the conducted research is to determine whether traditional marketing mix can be used to influence a student's decision related to the choice of faculty within the University of Novi Sad. If it cannot be used in that form, the question is whether there is a different mix of instruments that can influence the students' decisions. The research needs to provide an answer to the question which marketing mix instrument has the greatest impact on the decision which faculty to enroll. This research attempts to contribute to the clarification of issues related to the implementation of marketing activities in higher education institutions and highlight the growing need for wider application of the mentioned activities. Based on the goals mentioned, the primary task has been determined. The primary task is to resolve the parameters that decisively influence the decision to enroll at a certain faculty, and group them into specific components of a marketing mix. 
Respondent sample
The University of Novi Sad was chosen for the population of the research, and the sample included students from the Faculty of Economics in Subotica (100 students, or 12.8% of the selected sample), the Faculty of Education in Sombor (136 or 17.4%), the Faculty of Sciences (109 students, or 13.9%), the Faculty of Philosophy (209 students, or 26.7%), the Faculty of Technical Sciences (107 or 13.7%) and the Faculty of Law in Novi Sad (122, or 15.6%). It is a random sample or, to be exact, simple random sample, which means that all entities of the population have equal probability of being in the sample. As stated, the research included 783 students from the University of Novi Sad, of which 499 (63.7%) had their studies funded by the state budget and 284 paid tuition fees. Most students in the sample were females, 632 (80.7% of them), to be exact, and most were aged between 21 and 23. According to demographic characteristics, the majority of students, 580 of them (74.1%), lived in urban areas. According to the variable "success in foregoing studies", the sample contained most students with a grade point average ranging from 7.5 to 8.4 (365 or 45.5% of total) and 226 (28.9%) students with a grade point average ranging from 8.5 to 9.5 25 . Of all the students, 176 attended the first and 166 the second year; the answers they gave were the most reliable; others enrolled to higher years of the faculty, and the possible biases were minimized by strongly asking the respondents to base their answers not on the experiences they had got during their studies but on considerations prior to their enrolment.
3.2.. Research instrument
Specific data and facts were acquired in writing by using the survey technique. A non-standardized survey questionnaire, containing questions of both open and closed type, was used as an instrument of the research. As mentioned above, the questionnaire that was applied in the survey was used for measuring students' attitudes towards 26 different marketing tools, covering all the main elements of the traditional marketing mix for services. The questionnaire was constructed based on previously conducted research  26 Kallio, 1995;  27 28 Price et al., 2003 29 ). A five-point Likert scale was 25 Note: In Serbian system of higher education, evaluation score scale is from 6 to 10. International Journal of Educational Management, 20(6), [466] [467] [468] [469] [470] [471] [472] [473] [474] [475] [476] [477] [478] [479] used for this purpose. The students were asked to give grades of importance from 1 to 5 (1 very unimportant;5 -very important). The reliability of the measurement scale was presented in its degree of resistance to random errors. Cronbach's alpha coefficient was used in order to determine the extent of consistency of the results provided by the scale. Coefficients exceeding 0.7 were considered acceptable, and coefficients exceeding 0.8 were considered good (Ivy, 2008 30 ). Cronbach's alpha coefficient computed for the 26 variables related to different marketing tools, which were included in this research, was 0.809, and therefore it can be concluded that the measurement scale that was used was reliable. The item-to-total correlation was used to identify variables that may have not been consistent with other variables that were measured. In this research, all items were proved to have significant correlations with one another, which points to a high level of inner consistency.
Data Processing
Based on the subject of research, the specific goals and tasks, the research was executed by analyzing prior theoretical views, as well as by empirical method. The principal components factor analysis classified those variables which were highly correlated within a single independent factor. Such classification of similar tools produces a new, reduced number of variables, which will afterwards be used to construct a new marketing mix for institutions of higher education. The data analysis was performed by using the statistical package for data analysis (SPSS 17 .0 -Statistical Package for Social Sciences -for Windows).
Research results
The main elements included in this study, with quantitative indices are shown in table 1.It is an interesting finding that the highest grade, i.e. most relevant importance has been given to Delayed payment (4.0524) with the second highest level of agreement between respondents (the second smallest variation coefficient of 0.2745), reflecting thus the current economy situation of the population in general in this country. The next highest grades (with a high level of agreement) have been given to the statement that "State-founded faculty is more secure for future employment" (the majority of companies and especially public corporations even refuse to interview candidates from privately owned faculties for employment) and "Faculty tradition gives good image". Some faculties persistently apply for promotions in high schools, spending a lot of funds, but it comes out that this is of the least importance to the future students although here we have the most divergent answers (highest variation coefficient of 0.6199).
Prior to the implementation of the principal component analysis (PCA), the data was assessed in terms of suitability for factor analysis. The value of KaiserMeyer-Olkin parameter was verified for this purpose, reaching a value of 0.854, which exceeds the recommended value of 0.6 (Kaiser, 1970 (Kaiser, 31 , 1974 ). Bartlett's test of sphericity (Bartlett, 1954 33 ) reached statistical significance (sig. level of 0.000), therefore, the use of factor analysis was justified. Eigen values are often used in order to identify the number of factors which should be created. According to this criterion, the factors with a characteristic value exceeding 1 are retained (Acker et al., 2008 34 ). Principal components analysis detected the presence of seven components with Eigen values exceeding 1 (6.051, 2.258, 1.467, 1.403, 1.292, 1.241, 1.157).
These seven components account for total 52.2% of the variance. By use of communalities (h 2 ), as a measurement of each variable's involvement in the entire system, it could be determined that all of the variables have significant parts in defining the system. "Faculty website" and "Faculty branch" have somewhat lower communalities.
After the rotation of the main components had been performed in order to get a simpler solution using the oblimin method, the result was a set of variables of marketing mix for institutions of higher education (table2), which confirmed the actual existence of latent dimensions of marketing mix, and can be interpreted very reliably in accordance with many researchers  35 36 Kallio, 1995; 37 38 Price et al., 2003 39 ). By use of principal component analysis and oblimin method of rotation, seven factors were singled out. These seven factors show correspondence with the traditional 7P marketing mix in most factors.
The first factor encompasses variables related to professors' accessibility, courtesy of the staff, teaching methods, professors' expertise and educational service. These are, at the same time, variables with a high projection on this factor, hence this factor is considered to be very important to the students when deciding which 31 Kaiser H (1970) .A second generation Little Jiffy.Psychometrika. 35: 401-415. 32 Kaiser H (1974): An index of factorial simplicity. faculty to enroll. This factor, besides the "people" component, also possesses elements of the first instrument of the traditional marketing mix, which is a product, or in this case, service provided by these institutions. Based on all stated above, the first factor can be named "People". The second factor encompasses variables related to the interior and exterior of the faculty building and the general impression during the stay. The first two variables have an exceptionally high projection on the factor. The third variable is related to the students' overall impression during their stay at the faculty, which should be pleasant and relaxing. This variable has somewhat lower, but not less significant projection on this factor. All three variables are related to one of the instruments of the traditional 7P marketing mix, the socalled"Physical Evidence", and that is why the second factor was named so. The third factor encompasses the variables related to the faculty promotion, media campaign and faculty flyers. The variable "Faculty promotion" is related to promotion of the faculty in secondary schools and this variable has a high level of projection on this factor. All integrated marketing communications carried out through traditional media (TV, radio, newspapers, etc.) are included in the "media campaign" variable. Promotion through a website has not been covered by this factor. This is the reason why the third factor, although bearing the name "Promotion", is not equivalent to the traditional instrument of the 7P marketing mix. The fourth factor incorporates the variables related to the image, tradition and website of a faculty, as well as the type of financing of the faculty. The variable "State-founded faculty" is related to the belief that a state-founded faculty provides greater certainty for future employment. This variable has a high projection on the factor and demonstrates the advantage of state-founded faculties in relation to private faculties. Such students' attitude is still very strong in Serbia, compared to abroad, where private faculties are given advantage. The variable "Faculty image" points towards the significance of a faculty's good image and reputation. This variable has a high projection on the factor, and therefore represents an important element within the student's choice of faculty. Based on the previous conclusions, the fourth factor was named "Image". The fifth factor includes the variables related to the quality of library services and their facilities, the quality of Student affairs office's service, computer classrooms and modern technology. The variable "Library service" has the greatest projection on the factor, followed by the variables "Quality of library facilities", having a high projection on the factor, and "Student affairs office's service", with a moderate projection on the factor. Variables with a lower projection on this factor are "Computer classrooms" and "Modern technology". Based on the variables it encompasses, the fifth factor can be named "Resources and Extra Services". The sixth factor includes the following variables related to the second branch: the city as a place of a faculty's residence and distance learning. The variable "Second branch", which is related to the notion that students wish to enroll on a certain faculty in another town, has a high projection on the factor. The variable "City -location of the faculty", which is associated with the importance of studying in a particular town, also has a high projection on the factor, while "Distance learning" has somewhat lower projection. Based on the above, the sixth factor was named "Place", because of the equivalency between the elements of this factor and the traditional marketing mix instrument. The seventh factor includes variables related to delayed payment, tuition costs, and faculty branch. The variable "Delayed payment" possesses a high projection on the factor, while the variable "Tuition costs" has a medium projection on the factor. The variable "Faculty branch" has a low projection on the factor, and its variance is divided into two factors. It appears in the seventh factor with somewhat greater factorial weight, and to some degree lower factorial weight in the second. Owing to variables with a high projection, the seventh factor was named "Price". Such name was given to the factor because its elements match the instrument of the traditional 7P marketing mix bearing the same name.
Several variables have divided their factor weight on two factors, which can be interpreted very clearly. Within the first factor named "People", the variable related to professor's expertise is particularly interesting, since its variance is divided into two factors. This variable appears in the first factor with somewhat greater factorial weight, and to some extent in the third factor, named "Image". This could be explained by the fact that the students perceive professors' expertise as a part of "People" component of the marketing mix, but also find that professors' expertise can influence the image of a faculty, i.e. that this is one of the main elements of building the reputation of institutions of higher education. The variable "Modern technology", which is related to faculty's resources in modern technology, distributes its variance onto two factors, too. It appears in the fifth factor with somewhat greater factorial weight, and with slightly less factorial weight in the third factor, called "Promotion". This situation can be explained by the fact that the students perceive the need for modern technology as a compulsory part of a faculty's resources, but also believe that modern technological resources should be particularly accentuated during faculty's promotional activities. Moreover, the students perceive modern technological resources as an addition to traditional instruments of marketing communications, which are included in the third factor. In such way, they express their need for promotion of the faculties through modern media. The variable "Faculty's tradition" concerns the idea that tradition has a positive impact on a faculty's image, and its variance is divided into two factors. This variable appears in the fourth factor with somewhat greater factorial weight, and with slightly lesser factorial weight in the second factor, named "physical evidence". This situation can be accounted for by the fact that the students consider tradition to be influential to a faculty's image, and further, by the fact that they become aware of the faculty's tradition based on their experience of the ambiance inside the faculty and the external appearance of the institution. The faculties can make use of their long tradition when designing the interiorof their buildings. Students' impressions during their stay in such environment can further facilitate the increase of these institutions' reputation.
Discussion
On the basis of the calculated mean value, it can be concluded that "Promotion", as a marketing mix instrument, is the least important to students in their decision making process about which faculty to enroll (M = 2, 08; SD = 0, 81). It can be further stated that this factor comprises only the traditional marketing mix instruments, while today's students devote more attention to electronic media. Such result appears in several other studies  40 41 Mazzarol, 1998; 42 Rodić et al., 2012 43 ) where the "Promotion" factor could be found at the penultimate position. This serves as a warning for institutions which spend vast sums of money on commercial messages and promotional activities in order to attract students. However, this does not mean that those activities should be discontinued, but redirecting the strategy towards a better care for students' needs can help institutions to shift their market position. An example of this is a faculty from the south of the United Kingdom, which developed a program called "Student Ambassador", where each student that applies is partnered with a student trained to help them if they have any questions, 'from applying to enrolment'  44 Rodić & Lukić, 2012 45 ). That way, the faculty management ensures that the students will receive appropriate service, and at the same time, the workload of student affairs office, which is involved in a lot of administrative tasks at that time, will be lessened.
The factor named "Image" appears as the far most important of all elements (M = 3, 60; SD = 0,81). The institution's image represents a set of attitudes, ideas, and impressions that potential students have related to that educational institution (Kotler & Fox, 1995 46 ). Their attitude towards an institution's image is shaped by "word-of-mouth" communication, previous experience and institution's marketing activities (Ivy, 2008 47 ). The aspects of the institutional image are highly ranked in many research studies 48 Ivy, 2008 ; 49 Maringe, 2006; 50 Price et al., 2003 51 ). Price et al. 52 (2003) used the term "Good teaching reputation" for the image of an institution, and that element was ranked fourth (of total 16 elements), for two years in a row, which is high. Maringe 53 and Ivy 54 named the mentioned factor "Prominence". This factor had comprised the following variables: "Institution's image", "Professors' reputation" and "Faculty website". Maringe 55 placed this factor fourth on the list (of seven in total), while Ivy 56 (2008) placed it in the high-ranked second place.
By significance, the first factor named "People", can be found in the high second place (M = 3,12; SD = 0,90). Such high ranking of this factor, in contrast to other researchers , where this particular factor had very low impact on the students' decisions, can be accounted for in various ways. One of the reasons why the students of the University of Novi Sad feel the need to receive a better educational service is probably their discontent with the previously received service. The students' need to receive this service from expert and accessible teaching staff, who take advantage of various teaching techniques, is also a consequence of their previous lecturers' indifference.
"Place" is the second by significance (M = 3, 13; SD = 0, 75), and is positioned at a level similar to the instrument "People". Based on the evaluated importance of "Place" as a marketing mix instrument and the variables included in this factor, it can be concluded that students find that the way the knowledge is distributed is very important. It had been previously concluded that the town, as a place of the faculty location is not of great significance during the process of faculty selection by the students, but also that distance learning, as one of the means of knowledge distribution, is presently in high demand. Price et al. 57 pays particular attention to location, besides physical evidence, thus concluding that the location is of great importance to students' decisions. Cubillo et al. 58 (2006) highlights the importance of a faculty location, as well as the importance of this town's image. Furthermore, he points out the fact that significant elements are: the town size, the cost of living and the town's surroundings. The factor "Price" appears in the fifth place (M = 3.05; SD = 0,83), at a level similar to one of "Physical evidence". These two instruments are of medium importance to a student's choice of a faculty. In the previous studies 59 Ivy, 2008 60 ), "Price" proved to be a very important marketing mix instrument. In Maringe's 61 study, this factor was ranked second, and in Ivy's 62 study, third on the list by significance. The reason that "Price" has a somewhat lesser level of significance can be ascribed to the fact that 60% of the respondents in this research were students whose studies were financed by the national budget, and therefore do not assign that much importance to the price element. On the other hand, previous researches were conducted in countries where studies are less frequently or not ever financed by a national budget. "Physical evidence" as a factor can be found in the sixth place by significance (M = 3, 02; SD = 1, 01), but just like "Price", services within the campus, represent a very important factor when choosing a faculty. According to the results of his research, the most important factor is associated with social life within the campus, along with its surrounding. The factor "Facilities and extra services" is located on the medium level of importance (M = 3,07; SD = 0,79), closely to the same level as "Price" and "Physical evidence". This factor does not appear in the same form in previous studies, but some of the variables match the variables found in the previous studies. In Price's 67 study variables named "Availability of computers"
and "Quality of library facilities" were ranked second and third by significance. In Ivy's 68 study the variable "Computer facilities" is placed within a factor named "Premium", which is ranked last by significance. The author justifies this result by the fact that most students view upon some of the variables as expected, and therefore do not assign them much significance. Hence, many students would be surprised if they were unable to access computer labs in some cases, so this element is nonetheless considered to be very important during the process of faculty selection. In our case, computer labs are still not available to students of all faculties, making this factor still very important when it comes to the students of the University of Novi Sad.
Conclusion
Marketing is a business activity which is becoming more immanent to non-profit organizations, such of which are institutions of higher education. The need for marketing is caused by the intensification of market competition between faculties. By regularly conducting surveys, faculties can gain insight into students' opinions related to the faculty, as well as the factors that influenced them to enroll on a certain faculty. Based on their attitudes, it is possible to recognize the marketing mix instruments with the greatest influence on their decisions. Due to the specificity of the institutions of higher education, it is impossible to apply this concept in its traditional form, which is associated with the 7P marketing mix for services. Based on the conducted research, the factors that match the five marketing mix instruments were outlined. Those are: "Price", "Place", "Promotion", "People" and "Physical evidence", with the exception that "Promotion" does not incorporate electronic media, which are covered by the traditional instrument. The other two factors were named "Image" and "Resources and extra services", while the latter has common ground with the first traditional instrument, Product/Service".
Based on the results of the conducted research, it can be concluded that the application of marketing mix concept to an institution of higher education is absolutely justified, but also that it is necessary to revise the classic concept, with a consideration 67 Price, I., .The impact of facilities on student choice of university. Facilities, 21(10), [212] [213] [214] [215] [216] [217] [218] [219] [220] [221] [222] for special features of each institution. It is the image that presents itself as the most important factor for the students' choice of a faculty. Students give most attention to a faculty website, which represents a mirror image of that institution. This can serve as a warning to many faculties in Serbia, which are still unaware of the importance of a well-maintained, accessible and up-to-date website. Students rate the image of a faculty based on professors' expertise, faculty's tradition, as well as the previous experience they had with the faculty. In their empirical research, Miljković and Kovačević 69 confirmed that students opt for a faculty based on its image, which is fashioned by means of marketing mix instruments. Service quality has the greatest effect on the shaping of a faculty's image, while knowledge applicability is ranked best, from the students' perspective. To what extent will these activities improve the operation of institutions of higher education, and causally, lead to the increase in a number of enrolled students, depends on the readiness of the faculties' management to assign more significance to this problem than so far. 
